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OUTLOOK: CONSUMERS TO SPEND LESS IN 2020
  As holiday shoppers look for gifts, they plan to spend less 
overall and pull back on purchases for themselves, according 
to a survey by the National Retail Federation.
  The retail industry trade group said this week that consumers 
expect to spend $997.79 on gifts, holiday items like food and 
decorations, and additional “non-gift” purchases, according 
to a survey of 7,660 consumers conducted in early October. 
That’s a drop of about $50 from last year’s survey.
  Nearly all of that decline came from people who say they 
are hesitant to buy items for themselves or their families that 
aren’t gifts while they are holiday shopping, even if there’s 
a big sale, the survey found. They plan to 
spend a little less on gifts than last year, a 
drop of about $8, according to the survey.
  Despite the drop, expected holiday spending 
is higher than the five-year average for gifts 
and decor, NRF said.
  The coronavirus pandemic has shaken 
up the way shoppers plan to celebrate the holidays, too, 
according to the survey. One in 5 people surveyed said they 
typically travel for the holidays, but will celebrate at home 
instead this year.
  The drop in travel spending could add up to more sales 
for retailers. A little over half of those surveyed said they’ll 
put some of the money they’d otherwise spend on travel 
expenses toward holiday items instead.
  And shoppers want to get into the spirit of the season. 
Shoppers plan to spend slightly more on holiday decor 
this year — a bright spot for retailers and a reflection of 
Americans’ focus on sprucing up their homes as they spend 
more time there.
  NRF typically shares a holiday forecast in early October, 
but has yet to weigh in. Consulting firms have started to 
paint a picture of how the season may shape up. In a survey 
by Accenture, consumers said they plan to spend $540 on 
holiday shopping this year. That’s about $100 less than they 
planned to spend last year. Deloitte predicted holiday retail 
sales will rise slightly, by 1% to 1.5%.
  With online sales skyrocketing during the pandemic, it’s not 
surprising that the majority (60%) of consumers say they plan 
to purchase holiday items online this year. Nearly all (91%) 
online shoppers plan to take advantage of free shipping, 
while another 44% plan to use buy online, pick up in store 
and 16% plan to use same-day delivery.
  Other top holiday shopping destinations for consumers 
include department stores, mentioned by 45%, discount 
stores (43%), and grocery stores or supermarkets (42%).
  “Consumers have demonstrated their resilience and 
adaptability throughout these extraordinary times,” said NRF 
President and CEO Matthew Shay. “Looking ahead to the 
holiday season, retailers will ensure that their stores are 
safe for both customers and employees as we all prepare 
to celebrate family and friends during this special time of the 
year.”

NRF: HOLIDAY SHOPPERS NOT BUYING FOR THEMSELVES
ADVERTISER NEWS
  Toyota and Lexus production is nearly back to where 
it was a year ago, top Toyota Motor North America 
executives said yesterday, adding that they expect a 
continuing recovery for the industry to yield 14.5 million U.S. 
sales this year. That result would still be down from 17.1 
million U.S. light-vehicle deliveries in 2019, but significantly 
above the levels of this past spring during the height of 
the coronavirus pandemic. Sales cratered to a seasonally 
adjusted annual rate of 8.7 million in April and have climbed 
every month since, according to Motor Intelligence… Apple 
is expanding a new physical store format as it tries to get 

iPhone 12 models into customers’ hands, 
Reuters reports. The new Express stores 
come as COVID-19 rates are rising around 
the U.S. and Europe. The new format has a 
wall built in front of the main store with sales 
counters protected by plexiglass and a few 
shelves of accessories such as phone cases 

and AirPods. Customers make an appointment to pick up 
orders placed online or interact with Apple’s technicians for 
customer service. Apple has 271 U.S. retail stores... Amazon 
is making it faster for Prime members to place Whole Foods 
orders online and pick them up at the store, in the latest sign 
of growing demand for curbside pickup services. Amazon is 
launching free, one-hour grocery pickup for Prime members 
at all Whole Foods stores in the U.S., the company says. To 
qualify for one-hour pickup, grocery orders must total $35 
or more. There are currently 487 Whole Foods stores in the 
U.S. The feature presents a new perk for Prime members, 
who pay $119 per year for free shipping and access to 
other services like Prime Video and Music, as well as free 
Amazon Fresh grocery deliveries... Target will transform 
its parking lots into contact-free trick-or-treat sites on Oct. 
31. The discount giant is offering a drive-thru experience 
called “Boo Avenue” at select stores for Halloween. From 
10 AM to 1 PM on Saturday, Oct. 31, customers can put on 
costumes, drive to the parking lot of a participating store, and 
take part in themed activities that include costumed cars and 
socially distanced trick-or-treating. Target’s main discount 
rival Walmart is also transforming more than 100 of its 
store parking lots into “spooky street” trick-or-treat sites that 
are contact-free and socially distanced... Tractor Supply 
Company’s momentum continued in Q3 as the pandemic 
continued to drive strong demand across all the chain’s 
product categories. The nation’s largest rural lifestyle retailer 
reported that its income increased 56.1% to $190.6 million for 
the quarter ended Sept. 22, from $122.1 million in the year-
ago quarter. Same-store sales surged 26.8%, compared to 
an increase of 2.9% in the same period last year... eBay is 
opening a dedicated storefront for refurbished inventory in 
time for the holidays. The e-commerce marketplace now 
offers an official Certified Refurbished section of its site. 
Chief rival Amazon launched its own refurbished product 
storefront, Amazon Renewed, in 2017.
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NEXSTAR TO COMBINE BROADCAST, DIGITAL OPS
  Nexstar Media Group said that it will combine its Nexstar 
Broadcasting and Nexstar Digital units into a single 
operating subsidiary called Nexstar Inc., Next TV reports.
  The move, effective Nov. 1, aims to maximize the value 
of Nexstar’s content, national reach and consumer digital 
usage. The restructuring should also result in expense 
savings in the $5 million range in 2021.
  Nexstar said that Gregory Raifman, president of Nexstar 
Digital, will leave the company at the conclusion of his 
contract on March 31, 2021.

  The new Nexstar will have broadcasting, 
networks and digital divisions.
  The digital business will be led by 
Karen Brophy, who will be responsible 
for Nexstar’s 121 local websites, 
programmatic, data science, social 
media group sales and partnerships. She 
will also be responsible for streamlining 
Nexstar’s ad tech stack.
  Tim Busch will be the president of 
broadcasting, overseeing the company’s 
197 TV station and multicast signals. 

And Sean Compton will serve as president of networks, 
responsible for WGN America, Antenna TV and WGN 
Radio. Brophy, Busch and Compton will report to Nexstar 
Media Group president, CEO and COO Thomas Carter.

E-COMMERCE PUTS COUNTERFEITS ON RADAR
  A new survey from Red Points found that 65% of shoppers 
anticipate shopping more online on Black Friday this year 
than last. Of those surveyed, 26% have previously bought 
knockoff items on Black Friday.
  More than half of survey respondents said they would ask 
for a refund for counterfeit purchases, and nearly half would 
also write cautionary reviews about the merchant who sold 
the item, per the survey.
  The survey also found that 70% of consumers said they will 
shop on online marketplaces like eBay and Amazon. Among 
the common items on their shopping lists are clothing and 
accessories (57%), tech and electronics (25%) and toys and 
games (22%).

AIRLINES PUSHING TO END COVID RESTRICTIONS
  The U.S., state governments and some foreign countries 
should replace quarantines and travel bans on airline 
passengers with COVID-19 testing of travelers before 
departure and upon arrival, airline and business groups said 
yesterday.
  They said the move would boost U.S. international air travel, 
which is down 78% year-over-year for the most recent seven-
day period, according to airline industry data.
  The groups, which include the International Air Transport 
Association, Airlines for America, the U.S. Chamber of 
Commerce, airline unions and the U.S. Travel Association, 
called on the Trump administration, state governors and 
international partners “to pursue a risk-based and data-driven 
approach to COVID-19 testing which would obviate the need 
for quarantines and travel bans so that the travel network can 
be safely re-opened.”
  The groups added that “travel quarantines are decimating 
our industry.”

NIELSEN: PRE-ELECTION TV NEWS NABS VIEWERS
  With an election coming up and a pandemic raging, TV 
news viewership was up 23% in September from a year ago, 
according to Nielsen’s latest Local Watch Report.
  TV news watching peaked at just under 9½ hours per week 
in April when many Americans stayed at home in an attempt 
to prevent the spread of the coronavirus. 
  In September they were watching news for 7 hours and 5 
minutes, which represented 35% of all TV viewing. Nielsen 
said cable news generated 3:26 of viewing in September, 
up from 2:54 in January, local news accounted for 2:23 in 
September, down from 2:32 in January, 
and 1:16 went to national broadcast news, 
down from 1:21.
  While boomers and seniors watch the 
most news, the growth in consumption 
is being driven by increases among 
18- to 34-year-olds. Viewing by those 
young adults was up 134% between 
2019 and 2020, according to Nielsen. By 
comparison, viewing was up 63% among 
persons in the 25-to-54 demographic and 
37% among those 55-plus.
  Local TV news had more weekly reach than national 
broadcast and cable news. Among persons 18-plus, local 
reached 54%, national broadcast reached 42% and cable 
news reached 31%.
  “More and more, as we navigate through COVID-19, 
unprecedented political and social unrest, unpredictable 
weather events, and now a big resurgence in sports, we go 
to the news to get local information that we trust,” said Justin 
Laporte, VP of Local Insights.
  Among 18- to 34-year-olds, local news reached 30%, 
national broadcast reached 22% and cable garnered 14%.
  In addition, news viewers are becoming more diverse with 
Hispanic, Black and Asian viewers consuming 66%, 58% 
and 86% more respectively.

SURVEY: REMOTE WORKERS TO DOUBLE IN 2021
  The percentage of workers around the world that is 
permanently working from home is expected to double in 
2021 as productivity has increased during the coronavirus 
pandemic, according to a survey from U.S.-based Enterprise 
Technology Research (ETR).
  ETR in September surveyed about 1,200 chief information 
officers from around the world across different industries.
  The CIOs also expressed increased optimism about 
business prospects in 2021, as they see an increase in tech 
budgets by 2.1%, compared with a 4.1% decline this year 
due to the lockdowns triggered by the pandemic.
  The survey said information technology decision-makers 
expect permanent remote work to double to 34.4% of their 
companies’ workforces in 2021, compared with 16.4% before 
the outbreak, a result of positive productivity trends.
  About 72% of their companies’ total global workforce is 
currently working remotely, according to the CIOs.
  Of the more than 1,000 CIOs interviewed for the survey, 
48.6% reported that productivity has improved since workers 
began working remotely, with only 28.7% of respondents 
indicating a decline in productivity.
  IT divisions in telecommunications, financials and the 
insurance sector reported large productivity boosts.
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Larry The Cable Guy

My neighbors’ baby was 
12 pounds, 11 ounces. 

They’re so excited because 
he said his first words this 
afternoon: “Are y’all gonna 
finish those pizza rolls?”
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SINGLE-FAMILY HOMEBUILDING SURGES IN SEPT.
  U.S. single-family homebuilding accelerated in September, 
cementing the housing market’s status as the star of the 
economic recovery, thanks to record-low interest rates 
and a migration to the suburbs and low-density areas as 
Americans seek more room for home offices and schooling.
  The report from the Commerce Department this week 
reinforced expectations that the economy rebounded 
sharply in the third quarter after suffering its deepest 
contraction in at least 73 years in the second quarter. But 
the recovery from the COVID-19 recession has entered a 

period of uncertainty, with fiscal stimulus, 
which spurred the burst in activity last 
quarter, depleted, CNBC reports.
  Single-family homebuilding, the largest 
share of the housing market, jumped 
8.5% to a rate of 1.108 million units last 
month. But starts for the volatile multi-
family housing segment fell 16.3% to a 
pace of 307,000 units.
  Overall, housing starts increased 1.9% 
to a seasonally adjusted annual rate of 
1.415 million units last month. Data for 

August was revised down to a 1.388 million-unit pace from 
the previously reported 1.416 million.

SMI: TV ADVERTISING REVENUE FELL 8% IN Q3
  After a steep 31% drop in the second quarter because 
of the effect of the COVID-19 pandemic, TV advertising 
revenue was down 8% in the third quarter, according to new 
figures from Standard Media Index.
  SMI said that spending returned as local lockdowns 
ended. The rebound was also fueled by high levels of news 
viewing and the delayed start of the National Basketball 
Association and National Hockey League playoffs.
  Overall ad spending was down 5% in Q3 after a 32% drop 
in Q2.
  Digital media actually turned positive, increasing 8% 
and accounting for 50% of spending between July and 
September. Search and digital video were particularly 
strong. Other media, including out-of-home, cinema, radio 
and print were down 46% in Q3.
  Among advertiser categories, pharmaceuticals were the 
top performer up 19% The key auto category was down 
19%.
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FunnyTweeter.com

Monday, why can’t you 
be more like Tuesday 

and have tacos?

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

AMAZON PRIME TOP H1 STREAMING MARKETER
  Sharply higher overall TV and media marketing spend for 
premium streaming video services shows Amazon Prime 
Video placing the most TV commercials of all platforms 
in the first half of the year at $169.8 million, according to 
eMarketer.
  Hulu, Disney+ and Apple TV+ were right behind Prime 
Video at $144.6 million, $135.3 million and $104.7 million, 
respectively.
  By contrast, Quibi, which just pulled the plug on its 
operations, was sharply lower at $40.8 million. Quibi, 
which had $1.75 billion in investments 
from media and other investors, is now 
ranked, according to analysts, as one of 
the biggest premium streaming failures.
  ViacomCBS’ CBS All Access, which 
will become a larger platform under the 
name Paramount+, spent $54.1 million.
  Following Quibi are AT&T TV ($39.8 
million), ESPN+ ($32.4 million), Fox 
Nation ($32 million) and Sling TV ($30.5 
million).
  Estimates of advertising spend for the 
first half of 2020 come from iSpot.tv, which adds that the 
data came from its half-year 2020 report. In the first half of 
2020, an estimated $1 billion worth of TV advertising was 
spent, according to iSpot.tv. That’s up threefold from the 
same period in the year before, at $328 million.

ACSI: SUPERMARKET SATISFACTION IS SLIDING
  Shopper satisfaction with supermarkets fell during the 
first six months of the coronavirus pandemic, mirroring a 
trend across most of the retail sector, new research from 
the American Customer Satisfaction Index (ACSI) finds.
  Among 100 major retailers across the supermarket, 
discount and department store, health and personal care 
store (including pharmacies), specialty retail and online 
retail segments, nearly 75% saw declines in customer 
satisfaction from April through September, ACSI said.
  Supermarkets had an overall ACSI score of 75 for the 
six-month period, down 3.8% from 78 at the end of 2019. 
That marked the second-biggest decrease among retail 
channels, behind online retailers, which scored 77, a 4.9% 
drop from 81 in 2019.
  Among supermarkets and other grocery retailers — whose 
ACSI score last year was unchanged — Trader Joe’s and 
Wegmans Food Markets earned the top ratings from 
customers surveyed during the pandemic period, with both 
chains scoring 84, the same as in 2019. 
  Rounding at the top 10 for the six months were Costco 
Wholesale with a score of 83 (unchanged), Publix Super 
Markets at 83 (unchanged), H-E-B at 82 (-2%), Aldi at 80 
(-4%), Walmart’s Sam’s Club at 80 (unchanged), BJ’s 
Wholesale Club at 79 (-4%), Hy-Vee at 78 (unchanged) 
and Ahold Delhaize USA at 76 (-1%).
  The only other supermarket retailer not experiencing a 
decline was Save-A-Lot, which rated at 75 for customer 
satisfaction in the COVID period, repeating its overall score 
for 2019. ACSI said Albertsons Cos. score of 69 for April to 
September, down 8% from the retailer’s 2019 rating of 75, 
represented the first time a supermarket scored in the 60s 
since 2015.


